ABSTRACT Advertisers shy away from using non-traditional (vs. traditional) male gender portrayals even though theory suggests they may be more effective cross-nationally. Two main hypotheses were tested cross-nationally for the first time. H1: 'paternalistic' male stereotypes (e.g. Househusband) would be more effective than 'envious' male stereotypes (e.g. Businessman) across countries confirming the stereotype content model (SCM). H2: the match between initial male gender role attitudes and advertisement type would increase advertisement effectiveness only in countries with relatively low egalitarian norms (i.e. Poland and South Africa). A cross-national study was conducted through the use of student samples following a 3(country: United Kingdom, Poland and South Africa) × 2(advertisement type) × (gender attitude) mixed design (N = 373). A three-way multivariate analysis of variance showed support for H1 and partial support for H2 (i.e. the second hypothesis held on purchase intent and for South Africa). The study provides evidence for the cross-national applicability of the SCM to advertising and the limited predictive value of gender attitudes for purchase intent depending on country. Thus, contrary to mainstream advertising practices, breaking male gender stereotypes does appear to pay cross-nationally. Theoretical and practical implications alongside the potential for change in practices are discussed
Debate concerning the effectiveness of advertisements that either use traditional or non-traditional gender roles is not new (Eisend, 2010; Eisend, Plagemann, & Sollwedel, 2014; Wolin, 2003) . Yet most investigations to date have focused primarily on female gender roles and have used female samples (Orth & Holancova, 2004) . They have also often returned inconsistent findings (Zawisza & Cinnirella, 2010) and leave two particular questions unanswered: are traditional or non-traditional gender portrayals more effective and are related preferences influenced by pre-existing gender attitudes? This paper incorporates theorizing concerning (gender) stereotypes proposed by Fiske, Cuddy, Glick, and Xu (2002) the stereotype content model (SCM) -in order to examine the first question. It is argued here that the effectiveness of gendered portrayals in advertising will depend on the content of the stereotype used rather than, as early theorizing suggested, on whether traditional as opposed to non-traditional gender roles are portrayed (Eagly, Mladinic, & Otto, 1991; Fiske & Stevens, 1993) . With regard to the second question, as informed by Aversive Racism Theory (Gaertner & Dovidio, 1986) , it is proposed that the extent to which gender attitudes determine the effectiveness of gendered advertisements will depend upon the strength of egalitarian norms operating in each country. In order to test these predictions, three samples from countries that vary in terms of their gender egalitarianism were examined: the United Kingdom, Poland and South Africa (Zawisza, Luyt, & Zawadzka, 2012) . By focusing on male gender roles and attitudes and by testing the two hypotheses cross-nationally, this paper also attempts to address two further gaps in the literature: the lack of research on the effectiveness of male portrayals in advertising and the lack of cross-national research in this area. The two questions that the paper attempts to answer are discussed below.
Are traditional or non-traditional male portrayals more effective in advertising?
Questions concerning the effectiveness of traditional vs. non-traditional gender role portrayal in advertising have intrigued researchers over the last 25 years (Eisend et al., 2014; Orth & Holancova, 2004; Wolin, 2003) . Studies related to the portrayal of women have reported a variety of findings. This includes, for example, a general preference for non-traditional (e.g. businesswoman) as opposed to traditional gender role portrayal (e.g. housewife) in advertisements (Bellizzi & Milner, 1991; Jaffe & Berger, 1994) , the equivalent effectiveness of traditional and non-traditional gender role portrayal strategies in advertising (Whipple & Courtney, 1980) , and the greater effectiveness of traditional gender role portrayal (e.g. housewife) in advertisements (Duker & Tucker, 1977) . Literature concerning the use of male gender roles in advertising is more consistent but scarce. We have only been able to identify three experimental studies of this kind. Debevec and Iyer (1986) as well as Garst and Bodenhousen (1997) and Zawisza and Cinirella (2010) indicated the greater effectiveness of men's non-traditional gender role portrayal as an advertising strategy. These findings are seemingly counter-intuitive, given the often observed negative reactions to non-traditional gender role performance, be it among men or women (e.g. Brescoll & Uhlmann, 2005; Lenton, Sedikides, & Bruder, 2006; Martin, 1995; O'Brien, Mistry, Hruda, Caldera, & Huston, 2000; Sandnabba & Ahlberg, 1999) . In the light of such inconclusive findings, a 'return to theory' is necessary.
Theorizing stereotypes: moving towards the stereotype content hypothesis
Early theorizing concerning gender stereotypes suggested that any departure from traditional gender roles meets with negative responses (Eagly et al., 1991; Fiske & Stevens, 1993) . For example, a survey by Eagly et al. (1991) revealed that a positive general perception of women as pleasant and unobtrusive (i.e. the 'women are wonderful effect') ceases when they assume traditionally masculine gender roles. There is also considerable evidence that men who assume traditionally feminine gender roles are similarly stigmatized or even more so (Brescoll & Uhlmann, 2005; Lenton et al., 2006; Lipsitz Bem, 2000; Martin, 1995; Sandnabba & Ahlberg, 1999) . Nonetheless, recent research suggests that this might not always be the case, as is well illustrated by Garst and Bodenhousen (1997) in the United States (US). These authors reported a preference for men's androgynous as opposed to traditionally masculine gender role portrayal in advertising. Although not discussed in depth, this finding suggests that responses to advertising may be determined more by the content of gender stereotypes, rather than whether these are traditional or not. This is reflected in theoretical developments that critically consider the nature of stereotypes. Emphasis is placed on the characteristics of stereotype content rather than merely the extent to which they may be considered traditional. Fiske et al. 's (2002) SCM suggests that 'competence' (C) and 'warmth' (W) are core dimensions underlying social stereotypes. On the basis of these dimensions, stereotypes may be categorized as one of four types: 'paternalistic' (low C and high W), 'envious' (high C and low W), 'admiration' (high C and high W) and 'contemptuous' (low C and low W). It is noteworthy that 'envious' stereotypes trigger respect but not liking, whilst 'paternalistic' stereotypes trigger liking but not respect (Fiske et al., 2002; Fiske, Xu, Cuddy, & Glick, 1999; Judd, James-Hawkins, Yzerbyt, & Kashima, 2006; US samples) . SCM principles are applicable to stereotypes across different social categories (Fiske et al., 2002) , including gender (Eckes, 2002) . Eckes (2002) , for instance, found that 'businessman' and 'businesswoman' types are perceived as 'envious' , whereas the 'housewife' type is viewed as 'paternalistic' . They have also been shown to apply to consumer context (Kervyn, Fiske, & Malone, 2012; Zawisza & Pittard, 2015) .
In addition to the observation that 'paternalistic' stereotypes are liked to a greater extent than those that are categorized as 'envious' , liking of advertising also appears as one of the most important determinants of their effectiveness (Du Plessis, 2005) . This has proven applicable to gendered advertising (Infanger & Sczesny, 2015; Zawisza & Cinnirella, 2010) . Moreover, 'warmth' is afforded primacy over 'competence' , such that warmth influences affective and behavioural judgements to a greater extent than competence (Fiske, Cuddy, & Glick, 2006) . This informs the stereotype content hypothesis: men's traditional but 'envious' gender role portrayal (e.g. Businessman) will be less effective in advertising than the non-traditional 'paternalistic' type (e.g. Househusband). Previous research provides support for this hypothesis (Zawisza & Cinnirella, 2010) . The present paper attempts to replicate this finding through examining a sample from the United Kingdom and then testing its generalizability to Polish and South African samples. Whether or not this hypothesis holds cross-nationally remains, as of yet, empirically unexamined. We address this below.
Stereotype content cross-nationally: moving towards the stereotype similarity hypothesis
Cross-national comparisons offer more evidence for similarities than differences in gender stereotypes between countries. For example, Best (1982, 1990 ) measured gender stereotypes in 25 countries through the use of the Adjective Check List. They reported that people of varying social status and from across different nations perceived women as interpersonally oriented, passive and weak. In comparison, men were seen as instrumentally oriented, assertive, active and strong. Williams, Satterwhite, and Best (1999) provide similar findings. The SCM has also been shown to generalize across different social groups, including the perception of Asian-Americans (Lin, Kwan, Cheung, & Fiske, 2005) , Jews (Glick, 2002) , the elderly (Cuddy, Norton, & Fiske, 2005) , as well as Black and gay people (Fiske et al., 2002) . It also generalizes across 15 European Union nations and 3 Asian countries (Cuddy, Fiske, & Glick, 2008) . All of these studies included the United Kingdom and, in two instances, a South African sample. A Polish sample was not included in any of these studies. Yet additional research suggests the SCMs wide cross-national applicability (Cuddy et al., 2008; Fiske et al., 2006; Judd et al., 2005) . On this basis it is predicted that the stereotype content hypothesis, as introduced above, will hold across all three countries. More specifically, the stereotype similarity hypothesis suggests that a preference for 'paternalistic' over 'envious' gender role portrayal strategies in advertising will emerge in the United Kingdom, Poland and South Africa.
The stereotype content and stereotype similarity hypotheses, as described above, contribute towards examining the first research question (i.e. 'Are traditional or non-traditional gender portrayals more effective?'). The second research question (i.e. 'Are patterns of preference influenced by pre-existing gender attitudes?') is discussed further below.
Research and theorizing concerning the role of gender attitudes: moving towards the match hypothesis
It seems reasonable to assume that pre-existing individual gender attitudes might determine the effectiveness of gendered advertisements. But research concerning the role of various gender-related variables (e.g. gender attitudes, ideology, identity and career orientation) in determining the effectiveness of advertising is ambiguous (e.g. Barry, Gilly, & Doran, 1985; Bellizzi & Milner, 1991; Debevec & Iyer, 1986; Duker & Tucker, 1977; Ford & Latour, 1993; Garst & Bodenhausen, 1997; Whipple & Courtney, 1980; Worth, Smith, & Mackie, 1992) . Palan (2001) , Wolin (2003) , and Zawisza and Cinnirella (2010) provide useful overviews to this research. Such ambiguity is all the more surprising given firm theoretical arguments in support of the relationship between gender attitudes and the effectiveness of gendered advertisements. For example, Sherif and Hovland's (1961) Social Judgment Theory suggests that persuasive messages that make use of counter-attitudinal appeal risk rejection, which in turn might decrease advertisement effectiveness. This argument is reflected in the match hypothesis proposed here: people with liberal attitudes to male gender roles will prefer advertisements making use of non-traditional gender role portrayal, whilst people with more traditional attitudes to male gender roles will favour advertisements making use of traditional gender role portrayal.
Why then, given the intuitive appeal and theoretical strength of this hypothesis, does it receive inconsistent empirical support? This may be explained, at least partially, in terms of egalitarian norms. The strength of these norms has reportedly increased in society over time and they act to dissuade people from expressing, for example, sexist attitudes (Glick et al., 2004) . This poses difficulties in the measurement of attitudes to gender roles, and as a result, their predictive strength for advertisement effectiveness. Many attempts have been made to address this problem through developing new more sensitive measures of sexism -for example the Modern Sexism Scale (Swim, Aikin, Hall, & Hunter, 1995) , Neosexism Scale (Tougas, Brown, Beaton, & Joly, 1995) and Ambivalent Sexism Inventory and Ambivalence Toward Men Inventory (Glick & Fiske, 1996 , 1999 . The extent to which these measures represent a genuine advance is debatable. They all correlate significantly with their predecessors (Swim, Mallet, & Russo-Devosa, 2005) and it is therefore arguable whether they are indeed more sensitive (Nelson, 2002) . Inherent measurement difficulties may alternatively be addressed through accounting for egalitarian norms in research design. The predictive value of gender attitudes might be observed in contexts that differ in the strength to which egalitarian norms are in operation. Thus this paper additionally seeks to investigate the match hypothesis across three national contexts that vary in the strength of their egalitarian norms (Zawisza et al., 2012) . We believe that this is the first occasion upon which this has been examined.
Gender attitude-advertisement match cross-nationally: moving towards the attitudinal differences hypothesis
Unlike cross-national comparison of gender stereotypes, cross-national research concerning gender attitudes offers greater evidence for differences, rather than for similarities between countries. For example, (West) European countries are consistently shown to be more egalitarian than South Africa (SA) and Asian countries (Williams & Best, 1990) . SA ranks among the highest, out of 19 nations, in terms of sexism towards women (Glick et al., 2000) . In contrast, the United Kingdom (UK) ranks among the lowest. Among Eastern European countries, Poland is rated as moderately egalitarian in terms of attitudes towards both male and female gender roles (Robila & Krishnakumar, 2004) and beliefs in gender equality (Olson et al., 2007) . Although none of these studies compared PL, SA and the UK directly, they do suggest that SA is more sexist than PL, whilst the UK is more egalitarian than both. A direct comparison of these countries confirming this pattern among student samples was reported by Zawisza et al. (2012) . Since research applying AST has shown that ambivalent sexism correlates positively and significantly with social indicators of equality, such as the Gender Empowerment Measure (Glick et al., 2004) , it can be argued that the three countries chosen here represent a continuum of gender egalitarianism -PL somewhere between the extremes of SA and the UK. This allows us to examine the influence that egalitarian norms have on the predictive power of gender attitudes in determining the effectiveness of gendered advertisements. It is expected here that the strength of egalitarian norms will affect the interaction between advertisement type and gender attitudes.
The first prediction is based on Aversive Racism Theory (Gaertner & Dovidio, 1986) . This argues that aversive racists hold both learnt negative attitudes as well as positive egalitarian beliefs about stigmatized groups. These individuals, therefore, reveal their racist attitudes only when their behaviour may be considered socially acceptable (i.e. attributed to factors other than racist attitudes). There are clear similarities between racism and sexism (Fiske & Taylor, 1991; Swim et al., 1995; Tougas et al., 1995) , which makes it possible to apply this theory to the latter (Petty, Fleming, & White, 1999) . We therefore predict that people with more traditional attitudes to male gender roles will be motivated to appear non-prejudiced, in countries such as the UK with relatively strong egalitarian norms, thereby reducing the predictive strength of gender attitudes. This will not be the case in less egalitarian countries such as Poland and SA where such norms are relatively weaker (Zawisza et al., 2012) . Thus, it is expected that the match hypothesis will only apply in countries that are gender-conservative (i.e. Poland and SA) as opposed to those that are egalitarian (i.e. the UK). Cross-national differences will therefore exist concerning the role of gender attitudes in determining the effectiveness of gendered advertisements. These predictions are referred to as the attitudinal differences hypothesis. To the authors' knowledge, no study to date has directly investigated the extent to which the operation of egalitarian norms might have contributed towards contradictory existing research findings. The current paper attempts to address this issue by examining the match hypothesis in three purposively selected countries that differ in their levels of gender egalitarianism (Zawisza et al., 2012) . The UK and SA were chosen as they signify the extreme ends of the continuum of egalitarianism (Glick et al., 2004) and Poland was chosen as an under-researched country which is reportedly moderately egalitarian (Zawisza et al., 2012) .
In sum, two main hypotheses are proposed: the stereotype content hypothesis (i.e. preference of 'paternalistic' over 'envious' advertisement types) and the match hypothesis (i.e. preference for advertisement strategies that match pre-existing individual gender attitudes). Whilst it is anticipated that the former will hold across countries (i.e. stereotype similarity hypothesis), it is argued here that the latter will hold for gender-conservative countries such as SA and Poland but not for gender-egalitarian countries such as the UK (i.e. attitudinal differences hypothesis).
Research has operationalized the notion of advertisement effectiveness differently (Wolin, 2003; Zawisza & Cinnirella, 2010) . The concepts of advertisement evaluation and purchase intent have featured particularly prominently in these attempts. We have drawn upon this broader literature in order to identify three indicators of advertisement effectiveness in the current study. This includes feelings triggered by the advertisement, judgements about the advertisement, and purchase intent. Since it has been shown that these three types of responses to an advertisement are related (Brown & Stayman, 1992; Burke & Edell, 1989) , it is expected here that the four predictions should be evident across all three indicators of advertisement effectiveness.
Method

Participants
A power analysis was conducted using G*power for an mixed design multivariate analysis of variance (MANOVA), assuming medium effect size of .25, alpha error probability .05 and interest in interactions (6 groups and 12 measurements) with a standard correlation among repeated measures of .05. This suggested a sample size of 174. Since, however, we were interested in cross-cultural comparisons, we aimed to obtain a minimum 120 participants per each country in line with the typical standards in cross-cultural research. Our initial total sample size was n = 557. This was reduced to the final n = 373 via the median split procedure described later.
British sample
One hundred and twenty-two participants were recruited from Royal Holloway, University of London, of whom 68% were women and 32% men. Their mean age was 20.4 (SD = 4.9) and ranged from 18 to 46 years. The majority were studying Psychology (72%), whilst the remainder took courses in the arts (12%), science (9%) and joint programmes (6%) or did not report subject studied (1%). Students were encouraged to participate through campus-wide advertising in which they were offered a chance to enter a prize draw. A first-year undergraduate Participation Scheme also contributed towards participant numbers.
Polish sample
One hundred and twenty-three Polish participants from Gdansk University, Poland, were tested (82% women and 18% of men). The average age was 21.9 (SD = 2.44), ranging from 19 to 28 years. A majority of the students were recruited from the Psychology department (88%) and the remaining participants came from arts (1%), science (4%) and joint programmes (6%). One per cent did not report the subject studied. The participants were recruited by announcements distributed on campus and via e-mails. They were offered monetary remuneration for their time.
South African sample
One hundred and twenty-eight South African participants from the University of Cape Town, South Africa, were tested (57% women and 43% of men). The average age was 20.6 (SD = 2.4), ranging from 18 to 37 years. The majority of the students were recruited from Arts, Psychology and Commerce departments (72%) and the remaining participants came from the sciences (26.4%). The participants were recruited by announcements distributed on campus and via e-mail. They were offered monetary remuneration for their time. 
Design and procedures
The experiment used a mixed 3 (country: UK, SA, PL) × 2 (Gender Attitude: Traditional vs. Liberal) between × 2 (Advertisement Type: Traditional vs. Non-traditional) within-subjects design where participants were assigned randomly to the advertisement type condition. A mixed design was adopted as an efficient option which increases the study's power and reduces cost of the cross-national investigation.
Participants were informed that the study examined individual responses to different advertisements. Students participated either individually or in groups up to a maximum of six individuals. Each was provided with a questionnaire booklet including two printed advertisements. These depicted men performing different roles (i.e. traditional and non-traditional). Two versions of the advertisements were progressive (i.e. Househusband: Hh1 and Hh2) and two others were traditional (i.e. Businessman: Bm1 and Bm2). Participants were provided with one of eight possible Househusband and Businessman combinations (e.g. Bm1 and Hh2) achieved via counterbalancing the order in which these were presented. All advertisement were followed by the same set of Likert-type and semantic differential scales and participants were asked to evaluate the advertisements by responding to these. They were then required to complete two gender attitude measures, ostensibly so as to test their measurement validity, as an entirely separate study. All the scales were back-translated by independent translators using standard back-translation techniques (Brislin, 1970) . Any ambiguities in the translations were resolved via discussion. Participation took approximately half an hour, after which individuals were fully debriefed.
Independent variables
Advertisement type. The men portrayed in the two printed advertisements were carefully pre-selected through a separate pilot study (Zawisza, 2006) . The 'envious' traditional male role portrayal was perceived as more traditional and less liberal than the 'paternalistic' progressive male role portrayal. Additional manipulation checks are reported below. The characters were also matched in terms of attractiveness 2 . As noted above, two versions of the advertisement depicted progressive portrayals, whilst two depicted traditional portrayals. These were printed and prepared especially for the purpose of the experiment 3 . Orange juice was selected as the advertised product, due to being low-involving and unisex, 4 and the brands were specifically developed for the current study to control for familiarity and marketing effects (i.e. brand 'X' for the traditional advertisement and 'Y' for the non-traditional one). Attitudes to male gender roles. Two attitudinal measures of male gender roles were used. The Attitudes to Men Scale (AMS; Falkenberg, Hindman, & Masey, 1983) consists of 14 items concerning the rights and roles of men in society. Participants were asked to express their attitudes on a five-point response format that ranges from 1 (Agree strongly) to 5 (Disagree strongly). A higher score indicates more liberal attitudes towards male roles. Validity evidence in support of this scale's use is good as reported in Falkenberg et al. (1983) . Glick and Fiske's (1999) Ambivalent Toward Men Inventory (AMI) was also included Glick et al., 2004) to allow, in combination with AMS, for more accurate identification of gender attitudes in the samples (see below). AMI contains 20 items assessing sexist attitudes towards men. Participants are asked to express their attitudes on a six-point response format in which the higher the general score the more sexist the individual. The scale's predictive, convergent and discriminant validity is reported in Glick and Fiske (1999) . Zawisza et al. (2012) also confirm the invariance of this measure on Polish, British and South African student samples.
Dependent variables
Purchase intent. A declarative purchase intent likelihood scale (0-100%) was included. This required participants to indicate the probability that they would buy the advertised product.
Feelings triggered by the advertisement. The Feelings Scale (Burke & Edell, 1989) , which was developed and validated in an advertising context, was used. In order to reduce fatigue only 21 out of the original 56 items were selected on the basis of a factor loading of >.70. Participants were asked to indicate on a seven-point response format, ranging from 1 (Not at all) to 7 (Very strongly), to what extent the relevant feeling (e.g. happy, delighted, sentimental, moved, sceptical, offended) was evoked when viewing the advertisement.
Judgements about the advertisement. The Judgements Scale (Burke & Edell, 1989) , which was also developed and validated in an advertising context, was used. Again, in order to reduce fatigue only 16 out of the original 25 items were selected on the basis of a factor loading of >.70. Participants were asked to indicate on a seven-point response format, ranging from 1 (Not at all well) to 7 (Extremely well), how well they thought each relevant word (e.g. irritating, interesting, imaginative, ingenious, soothing, gentle) described the viewed advertisement.
Manipulation checks. In order to determine whether the chosen depictions of men had the anticipated impact on participants, two additional items were included in the Judgements Scale. Participants were asked to indicate on a seven-point response format, ranging from 1 (Not at all) to 7 (Extremely well), how well the adjectives 'liberal' and 'traditional' described the advertisements.
Results
Preliminary analyses
Manipulation checks
Two-item manipulation checks were also included in the main analysis allowing for between country comparisons concerning the perception of advertisements as 'liberal' and 'traditional' . A 2(advertisement type) × 3(country) MANOVA revealed the expected significant main effect of advertisement type as well as a significant effect of country. The multivariate test statistic using Pillai's trace were as follows: V = . The univariate main country effects showed that both advertisement types were also perceived as significantly more liberal in PL (M = 3.42, SD = .11) than in the UK (M = 2.97, SD = .12) or SA (M = 3.10, SD = .12), F(2, 362) = 4.197, p < .01, p = .023 (a relatively small effect), and marginally less traditional in the UK (M = 2.77, SD = .13) than in PL (M = 3.12, SD = .13) or SA (M = 3.19, SD = .14), F(2, 362) = 2.875, p = .058, 2 = .016 (a small effect).
Reliability. Cronbach's alpha coefficients indicated good reliability for all scales across all samples (see Table 1 ).
Median splits. Median splits were used to divide participants into groups (Iacobucci, Posovac, Kardes, Schneider, & Popovich, 2015) 
Main analysis
In order to avoid Type I error, MANOVA was conducted by country, advertisement type and gender attitudes for all measures of advertising effectiveness (Feelings, Judgements and Purchase Intent). Table  2 provides a summary of descriptive statistics and 193 (a large effect). There were also notable interaction effects between advertisement type × gender attitudes, V = .020, F(3, 370) = 2.57, p = .054, p = .020 (a small effect) and a three-way interaction effect, V = .042, F(6, 742) = 2.63, p < .01, p = .021 (a small effect). The advertisement type × country effect was ns (see Table 3 ). Separate univariate ANOVAs on the specific outcome variables are reported below in an order consistent with the hypotheses. Judgements, F(1, 372) = 81.46; p < .001, p = .18 (a large effect). 'Paternalistic' male portrayal (Hh advertisements) evoked more positive feelings (M = 3.00, SD = .04) and judgements (M = 3.30, SD = .04) than 'envious' male portrayal (Bm advertisements; M = 2.78, SD = .04 and M = 2.93, SD = .04, respectively). As indicated above, the advertisement type × country effect was ns implying that this preference indeed held irrespective of country.
Testing the match and attitudinal differences hypotheses
The significant advertisement type × gender attitude interaction effect was evidenced on both feelings, The same pattern emerged for judgements. Specifically, there was a tendency for Conservatives to judge the Bm advertisement more positively (M = 3.04, SD = .89) than Liberals (M = 2.82, SD = .76), independent two-tailed t(377) = 2.493, p = .013, d = −.26 (a small effect). Overall this pattern partially confirms the match hypothesis. Liberals responded more positively to the Househusband vs. the Businessman) advertisement. They were less positive than Traditionals to the Businessman advertisement. Moreover, they did not differ from Traditionals in their evaluation of the Househusband advertisement. Traditionals on the other hand still liked the Househusband advertisement more than the Businessman advertisement. Since, a three-way interaction by country did not emerge for judgements and feelings, these effects do not offer support for the attitudinal differences hypothesis. Such an interaction did, however, emerge for purchase intent as reported below.
Examination of the univariate tests revealed that the three-way interaction reached significance for Purchase Intent only, F(2, 372) = 2.36, p = .007, 2 = .026 (a small effect). To test the match and attitudinal differences hypotheses this three-way interaction was followed up systematically by running an advertisement type × gender attitude ANOVAs for each country separately. While none of the main and interaction effects were significant in the UK, the interaction effect reached significance in both Poland, F(1, 133) = 4.06, p = .046, 2 = .030 (a small effect), and South Africa, F(1, 120) = 5.70, p = .019, 2 p p = .045 (a medium effect). Further follow up paired, two-tailed, t tests (Bonferroni corrected at p = .0125) revealed that in Poland there was a tendency for Conservatives to have higher purchase intent for the Househusband advertisement type (M = 5.13, SD = 2.34) than for the Businessman advertisement type (M = 4.36, SD = 2.37), t(68) = 2.089, p = .040, d = .25 (a small effect). In South Africa on the other hand there was a tendency for the Conservatives to report higher purchase intent for the Businessman advertisement type (M = 4.92, SD = 2.54) than for the Househusband advertisement type (M = 4.07, SD = 2.70), t(62) = 1.998, p = .050, d = −.252 (a small effect). Thus the pattern of findings on purchase intent supports the match hypothesis partially as the findings align in the expected direction in SA but not in PL. The attitudinal differences hypothesis received some support too: gender attitudes played role in determining purchase intent in the less egalitarian countries (PL and SA), but not in the UK.
Additional effects
While the main country effect was not predicted, the univariate analyses revealed that it was signifi-2 cant for judgements, F(2, 372) = 5.89, p = .003, p = .031 (a small effect), and for purchase intent, F(2, 372) = 14.59, p < .001, 2 = .073 (a medium effect). In both cases the British sample responded less posp itively (M j = 2.94, SD = .07 and M pi = 3.48, SD = .18) than the Polish (M j = 3.17, SD = .06 and M pi = 4.71, SD = .17) and the South African samples (M j = 3.25, SD = .07 and M pi = 4.59, SD = .18). A LSD post hoc test for differences between these countries was significant at p < .001 for purchase intent, at p = .011 between Polish and British judgements and p = .001 between South African and British judgements. Neither judgements nor purchase intent differed significantly between Poland and South Africa.
Discussion
Two main hypotheses were examined cross-nationally. The stereotype content hypothesis predicted greater preference for non-traditional 'paternalistic' male portrayal in advertisements as opposed to traditional 'envious' male portrayal. The match hypothesis, on the other hand, predicted greater preference for advertisement types that match pre-existing individual gender attitudes. The cross-national generalizability of these hypotheses was investigated across three countries: the UK, Poland and South Africa. These countries differ in the extent to which egalitarian norms are in operation (Zawisza et al., 2012) . In particular, it was anticipated that the stereotype content hypothesis would hold cross-nationally (i.e. the stereotype similarity hypothesis) and that the strength of egalitarian norms operating in countries would restrict the applicability of the match hypothesis to those that are gender conservative only (i.e. the attitudinal differences hypothesis). These predictions were confirmed either fully or partially and the pattern of findings depends on the indicator of advertisement effectiveness used.
Stereotype content hypothesis holds across three courtiers: support for the stereotype similarity hypotheses
Findings supported the prediction that the stereotype content hypothesis would hold across all three countries. British, Polish and South African students consistently reported more favourable feelings and judgements in response to the non-traditional 'paternalistic' advertisement than to the traditional 'envious' one. This finding is important for two reasons. Firstly, through replicating previous findings from the United Kingdom (Zawisza, 2006; Zawisza & Cinnirella, 2010) , this result provides further support for the applicability of the SCM to advertising. Moreover, it contradicts traditional theorizing, which suggests that any departure from traditional gender stereotypes will meet with a negative response (Eagly et al., 1991; Fiske & Stevens, 1993) . From this perspective, preference should be afforded traditional Businessman portrayals over non-traditional Househusband ones, but our findings do not support this. The content of the stereotype appears to matter more than whether traditional gender stereotypes are adhered to. This may explain why previous research concerning the effectiveness of (non)gendered advertisements has produced inconsistent findings. Some of this research can be reinterpreted as a result. Debevec and Iyer (1986) , for example, posited that 'novelty' plays a role in increasing the effectiveness of non-traditional advertisement strategies. Yet, it is doubtful that novelty alone is sufficient to increase their effectiveness. The SCM highlights the importance of warmth in increasing advertisement effectiveness. It suggests that non-traditional advertisements, such as the 'paternalistic' Househusband portrayal, are liked to a greater extent than traditional advertisements that rely on 'envious' stereotypes. It could, therefore, be argued that the notion of warmth better accounts for Debevec and Iyer's findings than that of novelty alone. The findings of Garst and Bodenhousen (1997) also support this argument. These authors found that non-traditional androgynous male portrayal was preferred over traditional portrayal.
Secondly, findings supported the stereotype similarity hypothesis, which predicted cross-national preference for 'paternalistic' advertising strategies over 'envious' ones. They provide evidence for the cross-national universality of the SCM (Cuddy et al., 2008 (Cuddy et al., , 2009 Fiske et al., 2006) and point towards its predictive strength irrespective of the degree of gender egalitarianism operating in any country. Findings also converge with those reported by other cross-national studies into gender stereotypes (Williams & Best, 1982 , 1990 . The current study develops this empirical literature through examining a Polish sample, a previously neglected population in this area. In sum, our findings suggest it is not adherence to traditional stereotypes but the content of these that determines the effectiveness of gendered advertisements. Pre-existing attitudes to gender roles may, nonetheless, further influence the effectiveness of such advertisements.
The match hypothesis is restricted by the strength of egalitarian norms: support for attitudinal differences hypothesis
The role of gender attitudes in determining advertisement effectiveness was found to differ across country largely as predicted by the attitudinal differences hypothesis for purchase intent only. The match hypothesis (i.e. preference for gendered advertisements that match pre-existing individual gender attitudes) held partially and irrespective of country for feelings and judgements about the advertisements. Gender liberal individuals indeed responded more positively to the Househusband advertisement type than to the Businessman one and they were less positive about the Businessman advertisement than Traditional individuals. However, they still did not differ from Traditionals in their evaluations of the Househusband advertisement and the Traditionals still favoured the Househusband advertisement over the Businessman advertisement. It may be that Traditionals in all three countries have been motivated enough to appear non-prejudiced, and this motivation limited the predictive value of their gender attitudes. This is consistent with Aversive Racism Theory (Gaertner & Dovidio, 1986 ) but awaits direct testing. However, the findings pertaining to purchase intent showed a pattern more consistent with the attitudinal differences hypothesis. Specifically, gender attitudes did not influence advertisement preferences in the most egalitarian country -the UK -and supported the match hypothesis partially in more conservative SA. That is, in SA, Traditionals showed higher purchase intent for the Businessman advertisement than the Househusband advertisement. In Poland, however, this pattern was reversed. Traditionals in this country favored the Househusband advertisement over the Businessman advertisement. One possible explanation is that this represents an example of overcompensation on the part of Traditionals whereby they are so concerned about appearing prejudiced that they express greater preference for the target of the prejudice (Gaertner & Dovidio, 1986) . Further studies could fruitfully examine this possibility by measuring such motivations explicitly. More research is also need to understand why the patterns differ depending on which indicator of advertisement effectiveness used despite their significant positive correlation (r = .16 to .39, p < .001 on the current data). Overall, these findings are important for a number of reasons.
Firstly, they indirectly contribute towards existing research concerning cross-national attitudinal differences (Glick et al., 2000 (Glick et al., , 2004 Williams & Best, 1982 , 1990 Zawisza et al., 2012) through confirming the gender-conservativism of SA and the relative gender-egalitarianism of the UK. They also once again contribute towards existing empirical literature through examining a Polish sample and suggest that this country may be more egalitarian than previously thought. These findings require further examination. In particular, it would be beneficial to establish the level of gender egalitarianism required to override match tendencies.
Secondly, our findings shed light on inconsistencies in empirical literature regarding the match hypothesis (see Palan, 2001; Zawisza, 2006 for overviews) . Through revealing the potential role of egalitarian norms on the relation between gender attitudes and the effectiveness of gendered advertisements, the present research suggests when gender attitudes will be less predictive of advertisement effectiveness. It is possible that studies failing to reveal advertisement type × gender attitude interaction effects (Bellizzi & Milner, 1991; Debevec & Iyer, 1986; Duker & Tucker, 1977; Garst & Bodenhausen, 1997; Whipple & Courtney, 1980; Zawisza & Cinnirella, 2010) were conducted in more egalitarian contexts than those that did detect such effects (Barry et al., 1985; Ford & Latour, 1993) . Indeed Debevec and Iyer (1986) , as well as Bellizzi and Milner (1991) , explained the lack of support for the match hypothesis in their respective studies as due to the liberal attitudes of their participants. Here this possibility was tested directly for the first time. Our findings also further suggest that methodological differences in the type of advertisement effectiveness indicator chosen (e.g. purchase intent vs. feelings or judgements) may have contributed to the inconsistencies.
Directions for future research
This study makes use of advertisements that portray male characters and examines the role of attitudes to male gender roles. A similar investigation into the effectiveness of traditional and non-traditional female portrayal and the role of female gender attitudes would be beneficial. This should seek to examine the generalisability of findings across different gender stereotypes. Existing evidence implies that the stereotype content hypothesis holds for Housewife and Businesswomen portrayals in the UK (Zawisza & Cinnirella, 2010) and Poland (Zawisza & Zawadzka, 2003) . The inclusion of more moderate to strongly gender-conservative countries in a study of this kind would help to further determine the level of gender egalitarianism required to override match tendencies.
The predicted pattern of findings did not always surface. For example, the advertisement type main effect emerged consistently for feelings and judgements about the advertisement but not for purchase intent. This inconsistency should not necessarily be viewed as evidence against the stereotype content hypothesis. Rather, it may suggest that the variance in purchase intent may be explained by factors other than just the advertisement type -e.g. relevance of the product to the individual (e.g. Brown & Stayman, 1992; Burke & Edell, 1989) which was not measured here. Future research might usefully investigate this possibility.
The findings in this study are based on advertising using a low-involving product (i.e. unisex orange juice). One could argue that Househusband advertisement strategy might be more effective for product such as orange juice, as used in the current study, as it is a household-related product. However, in previous studies, non-traditional male characters were reported to increase the effectiveness of advertisements for various products from household-related washing-up liquid (Debevec & Iyer, 1986 ) to more neutral cups of coffee and work-related personal computers (Garst & Bodenhausen, 1997) . Nonetheless, it is feasible that similar findings would not hold for advertising using a high-involving product (e.g. cars or durables). According to the Elaboration Likelihood Model (Petty & Wegner, 1998) , factors such as advertisement type and gender attitudes may serve as peripheral cues in persuasion, and as such will affect persuasive processes in conditions of low involvement only. Alternatively, in conditions of high involvement, consumers are more likely to pay attention to the real merits of the advertising message, such as the strength of arguments, and therefore simple peripheral cues will have lesser impact on their attitudes and purchase decisions. Recent research also shows that the level of product involvement may determine the relevance of the warmth and competence (of the stereotype used in the advertisement) to the advertised product and may thus affect advertisement effectiveness (Zawisza & Pittard, 2015) . These possibilities require further systematic investigation in order to establish the generalizability of the current findings across products and market contexts that vary in involvement level.
Practical and theoretical implications
The current research has two main theoretical and related practical implications. Firstly, it provides further cross-national evidence in support of the SCM (Fiske et al., 2002) and hence its universal applicability. It also supports previous research by Zawisza (2006) and Zawisza and Cinnirella (2010) , not only through replicating results that demonstrate the relevance of the SCM to advertising in the UK, but also through indicating its applicability to more global advertising contexts. This research challenges the widespread conviction, based on traditional theorizing, that departure from the use of traditional gender stereotypes reduces advertising effectiveness. The content of the stereotype seems of more importance. In practical terms, this suggests that the general reluctance to portray men non-traditionally in advertising (Furnham & Skae, 1997; Kaufman, 1999 ) is unjustified. Moreover, research not only shows that these portrayals trigger more positive affective and cognitive responses, but are also recalled to a better extent than traditional male portrayals (Zawisza & Cinnirella, 2010) .
Secondly, this study suggests that egalitarian norms may limit the role gendered attitudes play in predicting the effectiveness of gendered advertisements. These findings build upon previous research concerning the match hypothesis by suggesting when gender attitudes are likely to predict the effectiveness of gendered advertisements. This has practical implications. It implies that in egalitarian contexts, other gender-related variables (e.g. gender identity), which are less sensitive to egalitarian norms, could be used to predict the effectiveness of non-traditional gendered advertisements. Another possibility is to use implicit measures of gender attitudes, especially in egalitarian countries (Zawisza & Lobban, 2015) . In conclusion, it appears non-traditional 'paternalistic' male portrayal is a more effective advertisement strategy than a traditional 'envious' one across countries. Moreover, it seems that gender attitudes may determine the effectiveness of these advertisements further, especially in gender conservative countries.
Notes
1. A comparison of the key demographics is reported in Zawisza et al. (2012) -a subsample of the data is used here. 2. Attractiveness was tested in a separate pilot study (n = 18 students from a high school in Marlow, London: 6 men and 12 women, averaging 17 years old, the majority of whom were British -83.3%). They evaluated the adult models in the photographs on a seven-point semantic differential scales (-3 = very unattractive and 3 = very attractive). An independent t test showed that the two sets of pictures did not differ in attractiveness: M Tr = .9, SD = 1.21 vs. M nTr = 1.63, SD = 1.36, t(14) = 1.59, p = .135, d = −.568. 3. The traditional Bm1 advertisement depicted a smartly dressed man in his early 30s in an outdoor setting, standing on a busy city centre pavement and talking on a mobile phone. The Bm2 advertisement depicted another smartly dressed man in his early 30s in an office setting, standing next to his desk with a laptop on it, holding a newspaper and talking on a mobile phone. The non-traditional Hh1 advertisement portrayed a casually dressed man in his mid-30s in a home setting, standing next to an ironing board with a pile of clothes on it, and ironing a T-shirt. The non-traditional Hh2 advertisement portrayed the same man, in the same setting, performing the same activities. In this instance, however, he was also holding a newborn baby. Other features of the advertisements were kept constant: in all cases the men were depicted from their waist up, they were smiling, and were presented in frontal view. The heading variably read: 'Fathers/Professional men agree: until you try new X/Y orange juice you will never know what a real orange juice tastes like' . The product (i.e. a glass of orange juice surrounded by sliced oranges) was positioned in the middle right section of the advertisements. 4. The pilot study showed that the orange juice received a mean score of −.78 and a modal score of 0 on the Product Gender Scale [anchored: 'feminine' (−3) and 'masculine' (3)]. It also received a mean score of 2.56 and modal score of 2 on the Product Involvement Scale [anchored: 'product requires little thought when purchasing' (1) vs. 'a lot of thought' (7)]. 5. All effect size calculations for paired t tests reported here were corrected for dependence between means for paired t tests, using Morris and DeShon's (2002) 
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